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ABSTRACT 
Direct response television (DRTV) advertising is a kind of television 
advertisement aiming at immediately soliciting orders from consumers by providing 
means like telephone lines to place order. In Hong Kong, DRTV advertising first 
emerged in 1987 and has developed rapidly during mid 1991 to mid 1992. However, 
since late 1992, the number of DRTV marketers has decreased drastically and the 
frequency of DRTV commercials has dropped too. In view of such a dramatic up 
and down of the business of local DRTV advertising while it has been rather 
successful in the United States, the writers are interested to study the future 
development of this industry locally and to recommend strategy to nourish DRTV 
advertising in Hong Kong. 
Since DRTV advertising is a relatively new industry in Hong Kong, a large 
scale quantitative study may not be possible and meaningful. This study had therefore 
adopted a qualitative approach. In-depth interviews were conducted with two DRTV 
marketers and one direct marketing advertising agency. Discussions were also carried 
out with the two television broadcast companies and the Consumer Council. Since 
after all the success or failure of DRTV advertising depends on how consumers react, 
view points of consumers are equally important. Hence, telephone as well as focus 
group interviews were also carried out to collect opinions of consumers on DRTV 
advertising. 
With all the interviews and discussions, the writers concluded that the main 
obstacle to the development of DRTV advertising in Hong Kong was the lack of 
confidence among consumers towards this relatively new marketing means. Generally 
speaking, people were not sure of both the quality of the products and the service of 
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the DRTV marketers. In addition, some of the DRTV marketers were too short-
sighted and committed malpractice like over-selling or misrepresentation. This 
further hurt the credibility of DRTV marketers. Furthermore, the convenience of 
shopping in Hong Kong was undermining the advantages offered by home shopping. 
Yet in spite of the above, Hong Kong has an infrastructure which is mature 
for the development of DRTV advertising. The almost one hundred percent 
household penetration of telephone lines, efficient postal and local delivery services 
as well as popularity of credit cards all pave way for the development of DRTV 
advertising. Furthermore, people are becoming more well-off and have more spare 
money to spend. The younger generation has a higher tendency to try new things. 
All these mean that if being done in the right way, DRTV advertising can in fact 
establish a foothold in Hong Kong. Despite the recent decline in the business of 
DRTV advertising, the writers are not too pessimistic with the future of this industry. 
In order to establish the industry of DRTV advertising in the long run, the 
writers would like to make the following suggestions to DRTV marketers. First of 
all, actions must be taken to boost up consumers，confidence. Provision of warranty 
and clear indication of replacement and refund policy are very important. Moreover, 
it will be worthwhile to spend one or two minutes of the advertisement to highlight 
the company and build up its image. Secondly, in order to compete with retail 
outlets, the products sold must be unique and are not available in the market. Or if 
the product can easily be found in retail shops, real price cut must be offered as 
buying incentive to consumers. Thirdly, code of practices or even legislation may 
need to be set up to regulate DRTV marketers. The Hong Kong Direct Marketing 
Association as well as the Consumer Council can probably have their part to play in 
this respect. Fourthly, there should be a clever list management of consumer data 
base. Other marketing means like direct mailing can then be adopted to formulate 
a comprehensive marketing mix for maximum profit making. Fifthly, DRTV 
marketers must keep a close eye on the development of cable TV and be ready to 
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exploit any new selling opportunities. Lastly and most importantly, all DRTV 
marketers must exercise self-regulation to resist the temptation of malpractice and to 
do away with all short-sighted means for gaining quick and easy money. 
The writers believe that if DRTV marketers are able to adopt the right 
strategy, DRTV advertising can develop further in Hong Kong. 
V 
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1.1 Definition of Direct Response Television Advertising 
According to Wells, William, John Burnett and Sandra Moriarty in 
"Advertising : Principles and Practice"，direct marketing (DM) is "a 
selling method that utilizes direct response advertising and other 
promotional techniques to make a contact and solicit a response. . • • 
Direct marketing always involves a one-on-one relationship with 
prospects and customers built around the maintenance of a data base 
of customer names."� 
As for direct response advertising, which is an important element in 
this definition of direct marketing, the authors defined it as "any paid 
advertising where the intention is to solicit a direct response by 
including a response device."0) 
Direct response television (DRTV) advertising, with its direct appeal to 
customers through advertisements on television channels aiming at securing immediate 
sales responses from audience, is therefore one kind of direct response advertising 
that forms part of direct marketing. 
� Wells, Williams, Jdin Burnett and Sandra Moriaity. Advertising : Principles & Practice. NJ : Prentice-Hall, 1989，pp.407. 
� Ibid, pp.407/ 
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As reflected from the above definitions of direct marketing and direct 
response advertising, "directness" and "solicitation of response" are two important 
characteristics of direct marketing. In fact, one merit of direct marketing is its ability 
to approach target customers directly. In the case of direct mailing, a marketer is 
able to send out tailor-made offer to prospective customers directly through its 
mailing pieces. The same also applies to DRTV advertising. Advertisers can make 
use of the vividness of television broadcast to directly demonstrate at a customer's 
home the characteristics of their products. 
Furthermore, a DRTV marketer can approach its target customer through 
careful selection of channels and air time. In case there is cable television (TV), such 
an advantage of advertising through DRTV can even be further enhanced. 
Yet what marks the difference between general advertising and direct 
response advertising is the "solicitation of response". All types of direct marketing 
and hence direct response advertising will provide the customers with means to make 
responses. Responses include both placing of orders or enquiring for further 
information. In both cases, there will be clear indication of the device which 
prospective customers can make use of. For example, direct mail marketers usually 
solicit response through the mail by . asking their customers to mail back their order 
forms. As for DRTV advertising, one of the most common response device is 
telephone. A telephone number will be repeatedly announced during the 
advertisement and customers wishing to place orders are asked to do so by dialling 
that telephone number. In the case of DRTV advertising on cable TV, orders can 
also be placed through some interactive devices installed in a customer's home. 
1.2 Development of DRTV Advertising in the United States 
DRTV advertising first emerged in the United States in the 1950s. 
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Comparing with direct mail marketing which has over a century's development, 
DRTV advertising has a far shorter history. It is because DRTV advertising can 
hardly success without the existence of appropriate infrastructure. This includes high 
penetration rate of telephone line Mid credit card ownership to facilitate order taking 
and payment collection; well developed postal and delivery services to ensure safe and 
efficient product delivery; as well as development of cable TV to greatly reduce 
advertising cost comparing with broadcast television. 
DRTV advertisements in the United States are mainly shown on cable TV 
channels. Apart from advertisements in advertising spots within and between 
programmes, there are also home shopping channels which devote all the air time to 
DRTV commercials. The concept of home shopping channel began to evolve in the 
1980s. During that period also marked the booming of DRTV advertising in the 
United States. In 1986，net revenue from DRTV advertising was US$455 million. 
Just one year later, the figure jumped three-fold to US$1.5 billion/3) 
1.3 Merits of DRTV Advertising 
Buying direct from DRTV marketers saves consumers much time and effort 
on shopping around. Customers can now sit comfortably at home to watch and digest 
information given in DRTV advertisements and then simply dial a telephone number 
to order. The provision of home delivery service further saves consumers time and 
energy to carry the products all the way from retail shops back home. Hence, to 
customers, convenience is the main merit of DRTV advertising. This is especially 
important to those people living far away from cities or shopping centres and have 
to travel a long way every time they want to shop. 
So，Clement. "Is Hong Kong ready for electronic shopping?" Asian Advertising Marketing, November 1989, pp.26. 
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As to marketers, DRTV advertising can reduce operating costs on 
maintaining retail outlets. Moreover, the list of customers could mean continuous 
selling opportunities in the future. Customer data base is precious in further 
generating profits to marketers from other types of marketing activities like direct 
mailing. 
1.4 Emergence of DRTV Advertising in Hon^ Kong 
Mid 1960，s marked the beginning of direct response advertising in Hong 
Kong. During its early years of development, direct response advertising was being 
dominated by direct mail. Reader's Digest Association Far East Ltd. and American 
Express Ltd. were two pioneers in the field. Later on, other financial institutions, 
publishers and apparel merchandisers also joined and promoted their products through 
direct mail. 
It was only after about a quarter of a century that DRTV advertising began 
to emerge in Hong Kong. The year 1987 saw the broadcast of the first DRTV 
advertisement. Yet DRTV advertising only started to gain momentum in mid 1991 
and was developing rapidly from mid 1991 to mid 1992. However, from mid to late 
1992 onwards, there was a downturn of DRTV advertising business. The number 
of DRTV marketers has dropped from its peak of about ten to the current total of 
about three. Direct Communication (HK) Ltd., Robert Chua Production House Co., 
Ltd. and Jack Chow & Co. are examples of the few companies still engaging in 
DRTV advertising business. Apart from the drop in the number of players, the 
frequency of DRTV commercials can hardly compare that of half a year ago when 
DRTV advertisements could be seen almost every Saturday and Sunday. 
Up till now, DRTV commercials are broadcast on the two Chinese television 
channels, ie. , Jade channel of Television Broadcasts Ltd. and Home channel of Asia 
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Television Ltd. No DRTV commercial is available on the two English channels. As 
for the format of the advertisement, ever since the start of DRTV advertising, most 
of the DRTV commercials have been taking the form of "advertising magazine". It 
is called "magazine" because unlike single-product advertisement, such commercials 
promote quite a number of products at the same time. Its variety resembles what one 
can expect from a magazine. Moreover, the length of each commercial lasts from 
about 10 minutes to 12 minutes. Customers when watching these advertisements are 
more or less like flipping through a magazine. 
As just mentioned, quite a variety of products are being sold by DRTV 
marketers. They include jewellery, electrical appliances, home appliances, 
computers, watches, gold coins etc. Their prices range from several hundred to 
several thousand Hong Kong dollar. 
1.5 Research Objectives 
As mentioned earlier on, DRTV advertising has been quite well established 
in the United States. Hong Kong has also experienced a seemingly prospering period 
of development of DRTV advertising last year. However, the downturn of the 
industry since late 1992 reflects that there are obstacles which DRTV marketers are 
facing and need to overcome in order to establish the industry of DRTV advertising 
in the local economy. 
It is with such a rapid rise and fall of DRTV advertising in Hong Kong that 
the writers have interest to carry out this exploratory study. The writers aimed at 
drawing conclusion on the following three areas by the end of this research. 
i) Assessment of the current situation and analysis of the obstacles being faced 
by DRTV marketers, 
ii) Prediction of the future development of DRTV advertising in Hong Kong. 
6 
iii) Recommendation to DRTV marketers on ways to improve their marketing 




As discussed in Chapter I Introduction, the development of DRTV 
advertising started lately in Hong Kong and became popular just in a couple of years. 
In principle, the general public has not yet been fully exposed to this relatively new 
form of direct marketing method. Because of the relatively immature development, 
an extensive quantitative survey research was not possible. The research method 
being adopted was therefore a qualitative one and the writers took an exploratory 
approach to study this project. 
2.1 Literature Review 
Being the cradle for developing different forms of direct marketing, the 
United States is still the leader of DRTV advertising in the international arena. There 
are substantial studies on the issue of direct marketing and DRTV advertising. The 
writers went through a literature review to exploit any studies in the United States 
which are relevant to the subject issue. Since no two authors gave exactly the same 
definition, the writers gave their own operational definition on DRTV advertising, 
which was appropriate for the study in local context. 
8 
2.2 Direct Observation of DRTV Commercials 
The writers taped the DRTV commercials to analyze the advertising message 
and the typical types of products being promoted by DRTV marketers. 
2.3 Interview with DRTV Marketers and DM Agency 
At present, there are about 3 companies actively engaging in DRTV 
marketing. Since they are the pioneers in this industry, their experience and insights 
are valuable to the study. The writers approached two of them and conducted in-
depth interviews with them. The discussion covered 
i) reasons for adopting TV as the media for direct marketing 
ii) effectiveness of DRTV advertising as promotional tool 
iii) problems peculiar to DRTV advertising 
iv) products suitable for DRTV advertising 
v) marketing strategy, in particular price and distribution 
vi) acceptance by consumers 
vii) new prospect with cable TV 
viii) future development of DRTV advertising 
2.4 Interview with Television Broadcasting Companies 
Since the two local television broadcasting companies are also key players 
in the business of DRTV advertising, the writers also interviewed responsible staff 
members from each of the companies. Such interviews aimed at finding out the 
following •  
i) legislation imposed by Television and Entertainment Licensing Authority 
(TELA) and the Broadcasting Authority (BA) in relation to the broadcasting 
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of DRTV advertisements 
ii) air time charges on DRTV commercials 
iii) comment on development of DRTV advertising 
2.5 Interview with Consumer Council 
The main objective of the Consumer Council is to protect and promote 
consumers' interests, and to recommend any legislation to achieve this objective. 
Therefore, the Consumer Council was also interviewed and the following information 
was obtained. 
i) consumers' complaints regarding DRTV advertising 
- total number of reported cases 
- nature of complaints 
- action taken by Consumer Council 
ii) study done by Consumer Council on DM 
iii) suggestion to protect consumers' interest, including any planned legislation 
2.6 Interview with Consumers 
As the future success of DRTV is largely determined by the acceptance of 
consumers, interviews were arranged in order to explore consumers' opinions on this 
new direct purchasing channel. Seven telephone interviews were conducted for 
DRTV advertising buyers, and one focus group interview of eight "not-yet-buyers" 
was also conducted. The writers' aim was to collect the following information from 
these interviews. 
i) reasons for buying and not buying through DRTV Advertising 
ii) features appealing to their attention 
iii) comment on previous purchase, if any 
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iv) improvement suggested to assure customers of product quality and after-sale 
service 
v) general shopping habit 
vi) acceptance to cable TV 
2.7 Analysis and Conclusion 
After going through the first stage of reviewing literature and the second 
stage of conducting interviews, the writers then captured the various viewpoints from 
different parties and analyzed all the information obtained in relation to the research 
objectives. 
At the end of the research, recommendations were given to DRTV marketers 
on the marketing strategies for future success of DRTV advertising and conclusion 
was made regarding the development of this industry in Hong Kong. 
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CHAPTER III 
FINDINGS FROM LITERATURE REVIEW 
Since DRTV advertising is relatively new in Hong Kong, not many articles 
have been written in relation to this subject. Hence, the writers relied on studies and 
analysis done by other countries as background data for further study of local DRTV 
advertising. Since the United States is the country with the longest history of DRTV 
advertising, the writers have concentrated their effort in studying DRTV advertising 
in this country. 
3.1 Experience in the United States 
The first DRTV advertisement in the United States dated back to the 1950s. 
That was a programme-length commercial of Vitamix ( 4 ). Yet it was not until late 
1970s to early 1980s when DRTV advertising began to flourish in the United States. 
Before the emergence of cable TV, DRTV advertisements were seen on 
broadcast television. However, there are two main problems with the use of 
broadcast television. Firstly, since broadcast television has wide audience coverage, 
the air time rate is rather high. Yet for DRTV advertisements which aim at getting 
immediate responses from audience, their length needs to be longer than that of 
general advertisements. Typical length of single product DRTV advertisements is 60-
()Poltrack, David F. Television Mariccting : NetwoA/Local/Cable. New York : McGraw-Hill, 1983，pp.377. 
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and 120-second. This would mean tremendously high advertising cost for DRTV 
marketers. Secondly, there is strict restriction with the maximum length of 
advertisements on broadcast television. This will restrict the creative flexibility of 
DRTV advertisements, particularly catalogue type of DRTV commercials. 
With cable TV, both of the above problems can be overcome to a large 
extent. Since cable TV is far more segmented in nature than broadcast television and 
people need to pay for subscription, its audience base will be smaller but more 
homogenous in nature than that of broadcast television. This not only provides more 
information to DRTV marketers in choosing the right channel, but also lowers the 
advertising costs to marketers. Furthermore, without the same regulation being 
imposed on broadcast television, cable TV is able to provide far longer advertising 
time to DRTV marketers. 
Hence, more and more DRTV marketers begin to use cable TV as a 
replacement for broadcast television. DRTV advertisements on cable TV mainly take 
one of the following forms. Firstly, advertisers buy a complete program and become 
sponsor of the program. They will then advertise their products during advertising 
time throughout the program�Secondly, like what they are doing with broadcast 
television, advertisers buy advertising spots from cable TV. Thirdly, advertisers can 
also make use of home shopping channels available with cable TV. Such channel will 
broadcast nothing but just DRTV commercials. 
Being a country well aware of consumers' right, there are quite a number 
of legislations gearing towards consumer protection. Some of them are specific to 
direct marketing business like door-to-door sales, direct mail advertising as well as 
DRTV advertising. For example, the "cooling-off" law allows consumers to cancel 
their orders within a limited number of days after the orders are made. Objective of 
this legislation is to give consumers a right to revert any impulsive buying decisions 
which they may later regret. 
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Reasons for DRTV Advertising to Become Popular 
in the United States 
There are quite a number of reasons accounting for the emergence and 
booming of DRTV advertising in the United States. 
From customer's perspective, leisure time is becoming more and more 
precious. People now prefer to spend less time on shopping and more time on 
enjoying life. The increase in transportation cost is also encouraging people to 
exploit the home shopping convenience of DRTV advertising. This is especially true 
to those living in remote rural areas. Furthermore, service provided by retail store 
is becoming worse. Many shop staff seem to lack actual understanding of the 
products they are selling. Information provided by DRTV can fill this gap. 
As to marketers, with increasing rental and the cost for hiring and training 
retail staff, the switch to DRTV advertising can save a lot on operating costs. In 
addition， the customers' list they get from DRTV advertising is valuable in 
developing other marketing opportunities like mail-order catalogue. Furthermore, 
DRTV marketers do not need to keep a variety of products as their retail competitors 
are doing. They therefore do not have to tie up so much of their capital on inventory 
keeping. 
3.3 Consumer Acceptance of DRTV Advertising in the United States 
Direct marketing has had a very long history in the United States. It started 
in 1872 with the first mail-order catalogue of Montgomery Ward ( 5 ). Hence, 
� Strauss, Lawraice. "Electronic Marketing : Emerging TV and Computer Channels for Interactive H<mie Shopping", New Yoik : 
Knowledge Publication, bic., 1983, pp. 40. 
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consumers in the United States have been well exposed to the concept of buying 
direct from producers. When DRTV advertising came into being in 1950s, the 
market was already very mature with direct buying and selling and so there was no 




DIRECT OBSERVATION OF DRTV COMMERCIALS 
4.1 Development of DRTV Advertising in Hong Kong 
Starting in mid 1991，there were lots of DRTV commercials shown on the 
two Chinese channels of Asia Television Ltd. and Television Broadcasts Ltd. 
Advertising magazine was broadcast almost twice every week and new companies 
were emerging rapidly. The first and second quarters of 1992 were the peak seasons 
for DRTV advertising. However, since the third quarter of 1992, there has been a 
downturn for its development. Some DRTV marketers were not so active since then 
while some closed its operation by the end of the year. 
A few companies such as Direct Communication (HK) Ltd. and Robert Chua 
Production House Co. Ltd. still maintained DRTV advertising business in early 1993. 
No other new companies was established. 
It seems that it is now time for DRTV marketers to review their operation 
and activities carried out in the past one or two years, and to formulate new strategies 
to be implemented in the coming years if they still want to pursue growth through this 
marketing tools. 
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4.2 Time Slot and Length of DRTV Commercials 
We observed that most DRTV commercials were broadcast during the night 
time of Saturday and Sunday. Advertising magazine was shown at around 11:00 -
11:30 pm and each lasted for about 10 - 12 minutes. 
Some DRTV commercials of shorter duration, say 30 seconds to 4 minutes, 
were broadcast intermittently during the day. 
4.3 Types of Products Sold and Price Range 
The product range offered was dependent on individual direct marketer. 
Some marketed jewellery exclusively, e.g. Jack Chow & Co. Others offered a great 
variety of products such as electrical appliances, watches, computers, etc. The 
following table was a brief summary of the products promoted. 
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一 Product Type I Example Remarks 
Jewellery Necklace
?
 pendant, ring ^ e r i ^ s might be 
and ear-rings 14K, 18K and 22K 
gold, or just gold-
plated. 




emeralds), crystals or 
cubic zirconium. 
Electrical Appliances Vacuum cleaner, Some were brand-
dehumidifier, electric fan name products, e.g. 
and rice-cooker Philips Fan. 
Some did not even 
disclose country of 
origin. 
Audio-Video Equipments Compact disc, TV set, Brand-name products video tape recorder and were advertised, e.g. Hi-fi Philips Nicam TV and VTR. 
Household Items Ceramic tea set, ginseng, 
finger nail cutter and silver 
wares 
Miscellaneous Watches, pager, computer, 
pen, electronic dictionary, 
massage chair, pest eraser 
and vision protector I 
The direct selling price of the merchandizes ranged from several hundred 
dollars to over six thousand dollars. It was not uncommon that DRTV marketers 
adopted a price-reduction approach to appeal the consumers. Some marketers offered 
10 - 30% discount off the regular price. For jewellery items, the price reduction was 
much substantial. A diamond necklace of claimed original price at HK$12,800 was 
reduced to HK$3,980, i.e. almost 70% off. 
4.4 Presentation Style 
On average, more than 10 products were introduced in each advertising 
magazine of 10 - 12 minutes in length. At the start, the talent focused the product 
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one by one and gave a brief product presentation highlighting the product features and 
functions and offering a direct selling price. A summary of the products promoted 
during that advertising magazine was given by the end of the programme. Because 
of the short duration, the talent normally spoke very fast to introduce a series of 
products. 
Product information such as stone and gold weights of jewellery, price 
offered and the telephone number to place order were shown in script on the 
television screen. 
Demonstration on the use and function of the products was occasionally 
employed. For instance, there was demonstration of how a vision protector worked. 
Jewellery items were generally put on by actor or actress in order to show to the 
customers how it looked. For some products such as Hi-fi and TV set, product 
display was used. 
The talent might be new face or popular star. For Direct Communication 
(HK) Ltd., since one of the directors previously worked in TVB and was known to 
the public, he usually took the role of talent to give product presentation. 
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CHAPTER V 
SUMMARY OF INTERVIEW FINDINGS 
Subsequent to review of relevant literature and current DRTV 
advertisements, the writers then conducted a number of interviews covering most of 
the parties involved in the business of DRTV advertising. The sub-sections below 
summarized all the key findings from such interviews. 
S 1 DRTV Marketers and DM Agency 
Interviews were conducted with two of the existing DRTV marketers, 
namely Robert Chua Production House Co., Ltd. and Direct Communications (HK) 
Ltd. Interview with a senior staff member of BBRD Direct Ltd.，one of the few 
local direct marketing advertising agencies, was also conducted. All of the three 
interviewees have much experience in either DRTV advertising or direct marketing 
in general. 
5.1.1 History of DRTV Advertising in Hong Kong 
DRTV advertising started off in the year 1987. When it first emerged, it 
already took the form of advertising magazine. Products being sold were household 
appliances, toys, bicycles etc. However, DRTV advertising was not successful at that 
time and failed to arouse much response from customers. Nevertheless, from 1987 
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onwards, local marketers' awareness of DRTV advertising was slowly increasing. 
By mid 1991，DRTV advertising started to gain momentum. With the 
experience gained in the previous few years, a few more direct marketers began to 
set up their business while existing ones began to expand and make further investment 
on facilities and equipment. The peak of DRTV advertising came during mid 1991 
to mid 1992. During its climax, there were a total of about 10 DRTV marketers 
competing for air time on the two Chinese channels and there was advertising 
magazine almost every Saturday and Sunday nights. 
However, the climax began to fall since late 1992. By early 1993, there 
were only about three DRTV marketers left in the arena of DRTV advertising. 
Others were all no longer actively engaging in the business. 
5.1.2 Reasons for Going into DRTV Advertising 
Belief in the sales potentials of DRTV advertising prompted the market 
pioneers to start their DRTV business. These DRTV marketers thought that local 
customers would be attracted to this new means of advertising and selling. 
Moreover, the life style of local people has changed. They would prefer to spend 
less time on shopping and would enjoy the convenience of home shopping. Besides, 
with increasing wages and rental, DRTV advertising could save quite a lot by doing 
away with the need to maintain retail outlets. Hence, DRTV advertising began to 
emerge. 
Yet there were a few DRTV marketers entering the business without real 
long term business goal other than making quick and easy money. They simply 
wanted to exploit the chances. Some of them might even act irresponsibly. This not 
only hurt their own business but was also affecting the reputation of DRTV 
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advertising as a business. 
5.1.3 Operations 
Some of the DRTV marketers were manufacturers as well. They had 
manufacturing facility to produce the products themselves. An example was a 
marketer specializing in the selling of jewellery. Other marketers might buy products 
from manufacturers on consignment. Profits would be shared between the marketers 
and manufacturers according to a pre-determined ratio. Still others might act as sole 
agents to arrange for production of advertisements, order taking and product delivery. 
The advantage of the latter two was the relatively low set-up cost. They did not need 
to maintain a manufacturing facility nor to keep stock of their own. 
The in flow of orders was tremendous during as well as one or two days 
right after the broadcasting of advertisements. In order to cope with the pressure of 
order taking，one marketer had invested quite a huge sum of money in setting up and 
maintaining a telephone system of its own. Staff were trained with product 
knowledge to answer queries from customers. Others might simply employ the 
services of Communications Services Ltd (CSL) and supplemented with a few of their 
own staff to answer complicated enquiries from customers. In any case, a DRTV 
marketer might need as many as one hundred lines to serve potential customers. 
As for product delivery, most of the DRTV marketers contracted the service 
out to local delivery agents or fulfilment companies. These delivery agents might 
collect cash, cheque or credit card payment slip from customers, depending on the 
payment options made available by the marketers. 
Concerning payment options, except for one or two companies that requested 
payment in advance, most of them accepted cash on delivery, or cheques and credit 
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card payment after product delivery . 
Each DRTV marketer had its own replacement or refund policy. Most of 
them accepted the responsibility of replacement when any of the products delivered 
was out of order or had defects. Yet they imposed different conditions on customers 
in areas like time period beyond which replacement would not be honoured, condition 
of packaging of the returned product etc. As for refund, some DRTV marketers 
provided such a service while others did not. Again, customers requesting for refund 
had to meet the different conditions of different companies. 
5.1.4 Conditions Favouring the Development 
of DRTV Advertising 
With continuous economic development in Hong Kong, there existed a 
number of economic and technological conditions paving the way for the emergence 
of DRTV marketing in Hong Kong. 
Firstly, there was almost a hundred percent penetration of telephone lines 
among Hong Kong households. Telephone was becoming a necessity in life. This 
facilitated the development of DRTV advertising which depended heavily on ordering 
through telephone. 
Secondly, Hong Kong had a very efficient and reliable postal system. 
Besides, there were a number of private delivery agencies providing delivery services 
locally. Such was very important to DRTV advertising which emphasized home 
delivery convenience as one of the benefits to customers. 
Thirdly, the use of credit card was becoming rather popular in Hong Kong. 
It was likely that every household would have at least one credit card holder. This 
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provided a convenient payment option for both marketers and customers. 
Lastly, the income level of Hong Kong people ensured that people had 
money to spend and were more likely to make impulsive purchases. DRTV 
advertising, which after all aimed at arousing people's on-the-spot excitement and 
decision to buy, relied very much on the spending power of the general public. 
5.1.5 Constraints Hindering the Development 
of DRTV Advertising 
Despite the fact that there were a few favourable economic development 
which helped boosting the business of DRTV advertising, there were at the same time 
obstacles too. 
Hong Kong was such a small place and transportation network was so well 
developed that it was easy and convenient for people to travel to shopping centres. 
Moreover, many people still enjoyed shopping and thought it was a nice kill-time 
activity. Hence, people might not really appreciate the convenience of home 
shopping. 
Besides, some people were hesitant to buy from DRTV marketers because 
of one inherent drawback of DRTV advertising - the lack of physical touch and 
examination of the actual products before buying decisions were made. Consumers 
might have the feeling that it was too risky to base their buying decisions solely on 
the advertisements seen on television. 
Furthermore, the concept of direct marketing was not so well developed as 
in the United States. Local customers were not as confident as its United States 
counterparts in buying direct. 
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One reason to account for the above phenomenon was that there was no 
government legislation to regulate the activities and practices of DRTV marketers. 
Consumers, interests were not being protected legally. It was therefore not surprising 
that local consumers did not have enough confidence in this relatively new buying 
means. 
5.1.6 Marketing Strategy 
The target consumers of DRTV advertising were people of lower to middle 
income groups. Hence, price was one of the important marketing tools to be used 
by DRTV marketers. In fact, a few DRTV marketers, particularly the one or two 
selling jewellery, constantly advertised huge price discounts on their products. They 
believed such a strategy would arouse impulse to buy among consumers. 
As for other companies that did not offer up-front discount, they might price 
their products below average market price of product of the same kind. They were 
able to do so because they were not selling well-known brand and so customers did 
not have to pay a premium for brand name. 
Regarding products sold, some of them were rather unique and were not 
available in the market. Hong Kong people were curious of new things. New 
products were more likely to attract responses from customers. While for product 
types, although they were rather varied, it was believed that household appliances 
would be the most suitable kind of product. 
prompt delivery was another important strategy. Besides being important 
in ensuring customer satisfaction, prompt product delivery was also a key factor in 
securing successful sales. Since many of the orders were impulsive in nature, the 
longer the time a customer had to wait for the product, the more likely that he would 
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change his mind and cancel the order. 
DRTV marketers also provided replacement service. Although some of them 
might attach certain conditions like the product must be returned within 10 days or 
must be accompanied with the original packing, most of them believed that 
replacement service was important in building up confidence of customers. As for 
refund, most of the DRTV marketers did not provide such a guarantee to customers. 
In order to attract audience, DRTV advertising magazine was usually being 
hosted by familiar faces of the show business. This could arouse consumers' interests 
in the programme and could also act as a kind of endorsement to the products 
advertised. 
5.1.7 Cable Television 
Interviewees thought that cable TV would be ideal for the development of 
DRTV advertising business. Firstly, the segmented channels would provide more 
information on the types of audience of each channel and hence could help marketers 
to choose the one that was likely to be subscribed by their target customers. 
Moreover, comparing with the two broadcasting companies, advertising rate 
charged by cable TV would definitely be lower. This could then bring down the 
break-even level of DRTV advertising and make it more profitable to advertise on 
cable TV. 
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5.1.8 Prediction of Future Development of DRTV Advertising 
in Hong Kong 
In spite of the obvious contraction of DRTV advertising business since the 
end of 1992, interviewees believed that DRTV advertising would continue to play its 
part in direct marketing. However, after its climax and the seemingly booming 
period of development, the industry would begin to settle down. Only the fittest 
could survive. Hence, it was believed that for the time being, the total number of 
DRTV marketers was unlikely to increase. 
It was also suggested that once cable TV began to operate, DRTV 
advertising would shift from broadcasting television to cable TV. One interviewee 
even believed that when DRTV advertising was becoming more and more mature, the 
idea of home shopping channel on cable TV might emerge in Hong Kong. 
Interviewees also predicted that in order to survive, existing DRTV 
marketers must further enhance their strategy in product selection and customer 
service. One key factor to survive was the building up of customer good will so that 
word-of-mouth would help boost the general public's confidence in buying through 
DRTV advertising. 
5.2 Television Broadcasting Companies 
Representatives of the sales departments from two TV broadcasting 
companies, Asia Television Limited (ATV) and Television Broadcasts Limited (TVB) 
were interviewed. So far, DRTV advertising was available on the Chinese channels 
only . Therefore, we examined the development of DRTV advertising in the Home 
Channel and Jade Channel of ATV and TVB respectively. 
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5.2,1 Regulations Imposed by the Television & 
Entertainment Licensing Authority (TELA) 
and Broadcasting Authority (BA) 
The Broadcasting Authority (BA) is formed under the Broadcasting Authority 
Ordinance and it is a statutory body. The Television and Entertainment Licensing 
Authority (TELA) is an executive arm of BA. 
The following Television Codes of Practice have been issued by BA: 
Television Code of Practice 1 - Television Programme Standards 
Television Code of Practice 2 - Television Advertising Standards 
Television Code of Practice 3 - Technical Standards for Broadcasting 
Television 
Obviously, TV Code of Practice 2 is the main concern of this study. 
The general principle governing all TV advertising is that it should be legal, 
clear, honest and truthful. 
Advertising of personal products such as condoms and sanitary napkins is 
subject to special time restrictions and frequency limits. For instance, advertisements 
for sanitary napkins should be broadcast only after 9:30 pm with a quantitative limit 
of not more than two such advertisements in any one hour; and in programmes 
specifically designed for women, a frequency of not more than three in a half-hour 
programme or five in a one-hour programme. While for some products and services, 
they are unacceptable for broadcasting. These include loan services other than the 
services of banks and registered deposit-taking companies, matrimonial agencies and 
correspondence clubs, fortune-tellers and the like, undertakers or other associated 
with death or burial and betting (including pools). 
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The TV licensee will broadcast advertisements during breaks within or 
intervals between programmes. The duration of each break within a program and any 
interval between programmes for the broadcast of advertisement will not exceed 3.5 
minutes and 5 minutes respectively. The minimum duration of each programme 
segment between breaks or between an interval and a break should be 10 minutes. 
The total time of advertising should not exceed 10% of daily broadcasting time. 
The limitation of advertising breaks does not apply to the two permitted 
period weekly for advertising magazines. The duration of each advertising magazine 
is 15 minutes maximum. ^ 
5.2.2 Air Time and Charges for DRTV Commercials 
The air time was divided into various time zones which were characterized 
by a particular audience level (Appendix 1 for ATV and Appendix 3 for TVB). 
Both broadcasting stations adopted pre-emption system for charging air time. 
One of the rate classes, F2, was listed in Appendix 2 (ATV) and 4 (TVB) for 
reference. It was found that TVB charged 2.3 to 4.5 times higher than ATV for a 
30-sec advertisement as the former had a much higher penetration or gross rating 
point for most of its programmes. 
For advertising magazine, TVB adopted close tender system. The time of 
broadcast was at around 11:15 -11:30 pm on Saturday and Sunday for 10.5 - 12 
minutes, and the rates ranged from HK$100,000 to HK$400,000. ATV implemented 
fixed price policy. It charged the air time at about HK$50,000 - HK$70，000 for a 
12.5-minute session. 
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5.2.3 Comment on Development of DRTV Advertising 
The evolvement of the first DRTV advertising dated back to 1987. 1992 
was the booming year for the industry, as evidenced by the high air time charges. 
But since end 1992, the industry has started to contract. Some DRTV marketers 
withdrew from the market while others restricted their activities. The declining was 
probably due to the short-sightedness of the marketers. Most of them did not plan 
for long-term development and growth. Some just aimed for short-term money. 
When cable TV was to become available, the cost of advertising would be 
lower, which may be better for DRTV advertising in terms of cost-effectiveness. 
^ 3 ronsnmer Council 
5.3.1 Nature and Number of Consumer Complaints 
During 1990 - 1991，there were 37 complaint cases concerning direct 
marketing. Thirty-one of them were originated from door-to-door sales, and the rest 
were from direct mailing. No reported case on DRTV advertising was found. 
In the following year 1991 - 1992, a total of 33 cases were received; 6 from 
direct mail, 12 from door-to-door sales and 15 from DRTV advertising. 
The nature of complaint cases concerning DRTV advertising varied, which 
included late delivery, wrong delivery of different model, lack of international 
guarantee, non-conformance of quality standard, and refusal of refund or exchange. 
Most of the merchandizes involved were jewellery and electrical appliances. Prices 
ranged from HK$500 to HK$1,000. 
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5.3.2 Action Taken by Consumer Council 
When the Advisory Centre of the Consumer Council received complaints 
raised by the consumers, they would record and refer them to Chief Complaint 
Officers who would contact the complainants and the corresponding agents. If the 
case was not valid, it would just be kept in record. If the case was valid, the 
Consumer Council would act as a middleman between the two parties and try to settle 
the case in a way accepted by both parties. 
5.3.3 study Done by Consumer Council on DM 
In 1992, the Consumer Council conducted a survey on direct marketing 
activities specifically direct mail, catalogue order, DRTV advertising and press direct 
response advertising. It was found that direct marketing offered a channel for new 
products and provided higher profit margin for manufacturers. Moreover, the 
popularity of credit cards accelerated the growth of direct marketing in Hong Kong. 
Though most of the direct marketers did not establish retail outlets, which 
implied substantial savings in shop rentals and salesmen's salaries, it was not 
conclusive that the selling price of merchandizes offered by direct marketers was 
cheaper than that offered by traditional retailers. Take DRTV advertising as an 
example, DRTV marketers had to cover expensive air time charges, high production 
cost of commercials and operation cost of order-taking telephone system. 
Since up to the time of the survey, Hong Kong did not have a concrete 
figure on the number of direct marketing companies, the Consumer Council just sent 
questionnaires to eleven direct marketers of relatively higher popularity, inquiring for 
types of products promoted and terms and conditions for refund or exchange. 
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Most of the sampling companies marketed a wide range of products 
including jewellery, electrical appliances, audio-video equipments, household items 
and foodstuffs. Very few of them specialized in jewellery and some marketed 
household appliances exclusively. 
The terms and conditions for refund and exchange varied among the direct 
marketers. In general, consumers had to return the goods in good order and 
condition within 3 days to 30 days after receipt of the same if refund or exchange was 
deemed eligible. These arrangement might be subject to a handling charge of HK$50 
or 10% of invoice value. 
The Consumer Council gave advice to consumers about purchase through 
direct marketing channels. Think rationally if they really needed the goods. This 
helped minimize impulse buying. Check the terms and conditions offered by the 
marketers in details. Keep the cargo and payment receipts which might be needed 
for refund or exchange. Inspect the goods thoroughly upon delivery. 
Since the Government did not impose any strict regulation on the operations 
of direct marketing activities, direct marketers were urged to keep the discipline 
themselves and to formulate code of conduct and practice for the industry. These 
would help assure consumers' confidence which was crucial to the future success of 
the industry. 
5.3.4 Advices Given by Consumer Council to 
DRTV Marketers 
As Consumer Council is not a legislative body, it can only give advice to the 
marketers for their consideration. They encouraged DRTV marketers to develop code 
of practice for the industry and formulate standard refund and exchange policies so 
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as to build up confidence among consumers. 
5 4 DRTV Buyers 
Interviews with DRTV marketers and DM agency helped shape the supply 
side of selling through DRTV advertising. To have a comprehensive understanding 
of direct response selling through television screen, it was important that what was 
on the mind of consumers, who made up the demand side of the picture, should be 
explored and taken into consideration. 
In order to understand the perception of consumers on DRTV advertising and 
the reasons for both responding or not responding to such type of advertisement, two 
focus group interviews were planned originally. The first group was intended for 
people with DRTV buying experience while the second group for those without. 
However, in the course of arranging the first focus group, the seven interviewees 
could hardly compromise a date for carrying out the interview. So, instead of having 
all seven of them to attend one focus group interview, the writers resorted to 
individual telephone interviews. This section summarized findings from these seven 
telephone interviews. 
5.4.1 Demographics 
Age ： 22 - 40 
Sex : 4 male and 3 female 
Marital status : 6 married and 1 single 
Education : from secondary to university 
Occupation : from clerical to managerial 
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5.4.2 Types and Prices of Products Bought 
The seven interviewees bought the following products through DRTV 
advertising. 
1. Baby chair (HK$700) 
2. Electric oven (HK$780) 
3. Pager (HK$800) 
4. Vacuum cleaner (HK$420) 
5. Telephone (HK$600) 
6. A set of 4 rings (HK$1,398) 
7. Bracelet and ring set (HK$1，688) 
8. Bracelet (HK$3，000) 
5.4.3 Reasons for Buying 
Interviewees buying the two sets of jewellery and the baby chair said that 
they bought such products as presents to relatives. Before they came across those 
DRTV advertisements, they already had the idea of buying "something" appropriate 
as presents. Later when they saw such products on DRTV advertisements, they 
found them appealing and therefore decided to buy. 
As for the only interviewee who had bought two products, namely pager and 
vacuum cleaner, he said that he bought both items because he had such needs. But 
most importantly, he found that prices for both products were cheaper than average 
retail prices although the vacuum cleaner was of unknown brand. 
Other reasons mentioned by interviewees included convenience of home 
delivery and advertisements being appealing and able to arouse desire to buy. 
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5.4.4 Recall of Ordering Process 
In all cases, interviewees called DRTV marketers to place their orders by 
dialling the telephone number being repeatedly announced during the advertisement. 
Telephone operators on the other end then requested personal information like name, 
address, ID number and credit card number from them and told them that they would 
be contacted later. After two to three days, staff from DRTV marketers called back 
interviewees to confirm the product ordered, the delivery date and address. 
But for the case of the pager, the interviewee was requested to go to the 
company showroom personally to pay and collect the pager. There was no home 
delivery service available. In one other case, since the interviewee could not secure 
clear answers to his queries from telephone operator, he decided to go to the 
showroom himself to have an actual examination of the product. 
As for payment options, except for the pager and the bracelet and ring set, 
all other products accepted payment after product delivery. Payment could be made 
in the form of cash on delivery, cheque or credit card. In the case of the telephone, 
the company sent its own staff to collect cash from the interviewee approximately one 
and a half week after the delivery of product. As for the pager, it was mentioned 
above that buyers were requested to pay before collecting the product. Buyers of the 
bracelet and ring set were also required to send in cheques to the company or pay in 
person before arrangement of product delivery. 
5.4.5 Comment on Quality of Products and Service 
Four out of all seven interviewees said that they would not try this shopping 
means any more. One common reason was that the products looked good on 
advertisements but not so when they got them. One claimed that the size of the 
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product was far bigger than it looked on the television and was taking up too much 
space at home. One even said that he felt the product he got was long time unsold 
product in stock. 
While for the other three interviewees, they were being satisfied with the 
products they received and said that they would try this shopping means again if there 
were suitable products sold at attractive prices. 
Despite more than half of the interviewees were not satisfied with the 
products they bought, all of them said that the services provided were satisfactory. 
Both telephone operators and delivery men had done a good job. The interviewees 
also praised the idea of having showroom so that they could see for themselves how 
the product actually looked like and what their functions were. 
5.4.6 General Comment on DRTV Advertising 
Generally, interviewees felt that items that were too expensive could not 
attract buyers for people might not have confidence to pay for a large sum to buy 
something without prior physical touch. They therefore felt that HK$1,000 -
HK$1,500 would be the maximum price limit. 
As for product type, most of them thought that home appliances would be 
appropriate for DRTV advertising. Yet the quality must be good enough to compete 
with those sold in retail outlets. Products that were unique and could not be found 
in the market would also attract buyers. 
All interviewees except one felt that the DRTV advertisement format and 
presenters were fine enough and they quite enjoyed watching such program. Four of 
them mentioned that such advertisement could provide them with new product 
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information and help them to make buying decisions when actual needs arose. 
5.4.7 Shopping Habit and Decision Making Process 
Four out of seven interviewees said that they went shopping only when there 
were real needs to buy. They therefore seldom bought something out of impulse. 
The remaining three said that they would go shopping without an aim to buy 
anything. They would shop around leisurely and if they saw something special or 
being sold at a good bargain, they would have the impulse to buy. 
Concerning decision making process, all of them said that for personal items 
like shoes, clothes, personal care products, they did not need to discuss with anyone 
in the family and would make decisions on their own. However, for home 
appliances, they might discuss with their spouse. Yet it all depended on who the 
prime user of the appliance was. For items like rice cooker, husbands would 
probably consult with wives before purchase. As for audio-video equipment, since 
usually male had more knowledge of such product, they would make decisions 
themselves. 
5.4.8 Subscription of Star TV and Cable TV 
Four of the interviewees had subscribed star TV at home. When talking 
about cable TV, most of them said that they would adopt the wait-and-see attitude 
before making the decision to subscribe. They would like to make sure that the 
quality of programmes offered by cable TV would be better than those broadcast by 
the existing two television companies or else they would not subscribe. 
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5.5 Consumers Without Prior Purchase Experience 
thrnnph Dl^TV Advertising 
In order to have a balanced view from consumers, a focus group of eight 
persons all without previous purchase experience through DRTV advertising was also 
conducted. 
5.5.1 Demographics 
Age ： 20-49 
Sex : 4 male, 4 female 
Marital Status : 4 single, 3 married, 1 divorced 
Education : from secondary to post-graduate 
Occupation : from clerical to managerial 
A video-tape of a typical DRTV commercial which was about 10 minutes in 
length was shown right before the discussion. The advertisement covered a wide 
range of products. They included jewellery and household appliances such as 
dehumidifier, vacuum cleaner, electric fan and tea set. The price ranged from 
HK$500 to HK$7,000. After watching the advertising magazine, all the interviewees 
responded unanimously that they would not order the products advertised. General 
perception on DRTV was given and criticism on the presentations of the 
advertisement was made. 
5.5.2 Reasons for No Intention to Buy 
Interviewees gave the following reasons to explain why they did not try this 
direct marketing means before. 
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1) Product 
The product features were so trivial or common that alternatives could 
easily be found elsewhere. Besides, the product was shown on the screen 
for a few seconds only, the consumers could not have a physical touch of 
the product to assess the product directly. The actual appearance and 
dimension of the product might differ from the one shown on the television. 
For some products such as audio-video equipments and massage chair, 
demonstration or personal testing was needed before a purchase decision was 
made. 
2) Price 
The price was not very competitive as perceived by the consumers. 
Though the advertiser claimed that the original price had been substantially 
reduced for promotional purpose, say from HK$6,800 to HK$2,400 for a 
necklace, most of the interviewees thought that it was just an exaggerated 
appeal adopted by the advertiser. 
For high-priced items, interviewees all preferred to buy in retail shops 
as they could make a full examination of the product. 
3) Ordering Procedure and After-sale Service 
Full details of ordering procedure were not given during the 
commercial. Some interviewees hesitated to order as the clauses for quality 
guarantee and conditions for refund or exchange were not mentioned. They 
did not know where to complain if they were not satisfied with the products. 
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5.5.3 Comment on DRTV Advertising Programme 
Some interviewees found that the program was too lengthy and boring. The 
talents spoke too fast and the product information was rather limited. Most 
interviewees were not convinced of the substantial price cut and the claim that only 
limited quantity was available. 
5.5.4 General Perception on DRTV Advertising as a Shopping Means 
Since shopping at retail shops and department stores was very convenient in 
Hong Kong, interviewees would consider DRTV advertising as an alternative 
shopping means of secondary importance. 
The product covered in the advertising programme should be household 
items or new product of unique features. In consideration of the potential risk, the 
price should be low to medium range say HK$50 to HK$900. 
5.5.5 Shopping Habit and Decision Making Process 
Most of the male interviewees went shopping when needs arose, while some 
female interviewees went shopping when they had free time. 
If the product bought was for family use or of high value, most of the 
interviewees said that they would discuss with their family members or close friends 
before a buying decision was made. 
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5.5.6 Subscription of Star TV and Cable TV 
Not all of them were Star TV subscriber. When cable TV was to become 
available, all interviewees said that they would assess whether the subscription fee 
was high and what kind of programme was available. If the programmes were 





The following limitations were taken into consideration during the study. 
6.1.1 Nature of Study 
just like any exploratory research, this qualitative study could not provide 
conclusive findings and evidence on the subject issue. A subsequent quantitative 
research was recommended in order to draw a statistically reliable conclusion. 
6.1.2 Sample 
Due to limited resources, the sample size of the focus group (eight non-
DRTV buyers) and telephone interviews (seven DRTV buyers) was very small. 
Moreover, the sampling method was not random nor selected on a probabilistic basis. 
Rather, convenience sampling was adopted. Therefore, the sample might not be 
representative of the population. 
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6.1.3 Non-Professional Interviewers 
The writers did not have professional experience in conducting interviews. 
The way questions was asked might mislead interviewees. Similarly, the writers 
might misinterpret the responses of the interviewees. 
7 Factors Favourable for the Development of 
DRTV Advertisinp in Hong Kong 
From findings in the previous chapter, it could be seen that there were quite 
a number of economic, societal and technological developments paving the way for 
the emergence of DRTV advertising in Hong Kong. 
6.2.1 Economic Factors 
Economically, with continuous economic growth in Hong Kong, the 
purchasing power of the public is improving. Higher spending power means higher 
propensity to buy. Manufacturers and marketers as a whole can be benefited from 
it. Furthermore, credit card is becoming really popular among local people. The use 
of credit card provides a convenient means for both consumers and marketers in the 
process of buying and selling. This is important to DRTV marketers because the use 
of credit card can reduce handling of cash by delivery agents. As for consumers, the 
acceptance of credit card payment will be perceived as another convenience of buying 
through DRTV advertising. 
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6.2.2 Societal Factors 
Hong Kong people are willing and eager to try new thing, whether it is a 
new product or a new selling means. Hence, the newness of DRTV advertising can 
probably attract attention from consumers. If DRTV marketers are selling new 
products that are not available in the market, they can further arouse consumers' 
curiosity and hence their willingness to try. Secondly, Hong Kong is famous as being 
one of the busiest cities in the world. When people are constantly living under time 
pressure, leisure time will become very important and precious. To such people, the 
idea of home shopping may sound attractive for it can save them a lot of time on 
shopping around to find and select what they want and to spend the effort and time 
to take the products home. 
6.2.3 Technological Factors 
Technologically, the popularity of telephone among local household, together 
with the availability of home delivery agents and efficient post office provide 
favourable infrastructure for the development of DRTV advertising. Furthermore, 
advanced computer technology enables sophisticated data base management of the 
customer list of DRTV marketers. 
fs/\ ronsumers，Perception and Acceptance of 
DRTV Advertising 
No matter how many supporting and favourable factors are available to 
facilitate the development of DRTV advertising, the most critical factor lies in how 
consumers perceive DRTV advertising. After all, whether DRTV advertising 
manages to survive, boom and develop depends on the buying actions of consumers. 
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Hence, it is worthwhile to have a thorough analysis of the extent to which Hong Kong 
consumers welcome this new form of selling tools. 
6.3.1 Merits Perceived 
Although in late 1992，the business of DRTV advertising began to contract, 
the fact that there are still DRTV marketers carrying on with their business means 
that some people do welcome this selling means. Some of them were being attracted 
by the substantial price cuts advertised by marketers, while others found that some 
products were really selling at a price lower than market price. 
Some products being sold were unique and not available in the market, 
people curious of new things would welcome such new products. At the same time, 
some of the advertisements did sound eloquent and appealing and were able to arouse 
excitement and impulse to buy among some consumers. 
Convenience was also an important factor prompting some consumers to buy 
from DRTV marketers. Home shopping helped save a lot of consumers' time in 
searching the right product. The service of home delivery also saved consumers time 
and effort. 
6.3.2 Risks Perceived 
However, as collected from the various interviews conducted earlier on as 
well as from the writers' observation and informal discussion with general consumers, 
the overall acceptance level of DRTV advertising among the public was still rather 
low. 
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Due to a number of reasons, people did not have the confidence in buying 
from DRTV marketers. Firstly, since unlike retailing, consumers could not have 
physical touch of the product before they bought, they thought it was a bit risky to 
purchase through DRTV advertising. They would rather take the time and effort to 
travel to retail shops so that they could get a better idea of how well the product was 
functioning through demonstration by retail shop staff. In fact, there were so many 
shopping centres around that it was easy and convenient for one to shop. 
Secondly, some people did not have confidence in DRTV marketers for they 
were all new companies without established history. This was especially critical 
when the products being sold were not of popular brands. If the company selling the 
product was not famous too, some customers did find it hard to have confidence in 
the quality of the products. The condition became even worse when there was no 
clear indication of any coverage of warranty in the advertisements. 
Uncertainty with the competitiveness of prices was also one factor holding 
back some consumers from buying through DRTV advertising. Since some of the 
products were not readily available in the market, consumers could hardly find a 
yardstick to compare the prices. They would hesitate to make the buying decision for 
fear of committing an expensive mistake. 
Some consumers with previous purchases through DRTV advertising 
hesitated to try this selling means again. Their bad experience, mainly complaints of 
over-sell of products, was making them really disappointed. Word-of-mouth could 
help establish a business on the one hand and spread the lack of confidence among 
consumers on the other. 
Hence, it was rather obvious that one of the biggest hindrances that DRTV 
marketers were facing was the attitude and perception of general public towards 
DRTV advertising as a whole. In fact, some people did not even have the interest 
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to watch these DRTV advertisements, not to say dial the telephone number and make 
purchases. 
(sA F.xistinp Strategy of DRTV Marketers 
6.4.1 Credibility of DRTV Marketers 
As mentioned above, some consumers did not have confidence in DRTV 
advertising. In fact, when examining the marketing strategy of DRTV marketers, it 
could be observed that they lacked a systematic approach in building up credibility 
of their companies and the industry. 
1) Pricing Strategy 
Although the offer of substantial price cut was appealing to some 
consumers, there were still others who found such an offer unbelievable. 
They would only query the integrity of the marketers and were annoyed with 
the exaggeration of the offer. 
2) Promotional Strategy 
Most DRTV marketers devoted one hundred percent of the air time on 
promoting products and getting profits. They all overlook one thing. To 
induce people to buy, DRTV marketers must be able to boost up confidence 
among consumers in the service and credibility of their companies. This 
was especially important when most of them had relatively short history of 
operation and were unknown to consumers. Yet few of them bordered to 
take up one or two minutes of the advertisement time in promoting company 
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image and explaining to consumers how this new selling means operated. 
It was therefore not surprising to find that some people lacked confidence 
in buying products from DRTV marketers. 
3) Guarantee of Satisfaction 
Although most DRTV marketers provided replacement and/or refund 
to unsatisfied consumers, they did not emphasize it in their advertisements. 
They were probably not aware that such replacement/refund policy when 
being advertised could help boost up consumers' confidence in buying from 
them. In fact, if there was clear mentioning of how consumers were being 
protected from receiving defective or sub-standard products, consumers 
might be more willing to buy even though they did not have physical touch 
of the products beforehand. The same applied to after-sale service like 
warranty period. Provision of warranty was particularly important when 
most products being sold by DRTV marketers were non-brand name 
products. 
6.4.2 Total Marketing Mix 
Many of the existing DRTV marketers had established either show room or 
retail shops to cater for those consumers who wanted to actually feel the product 
before buying. Yet none of them seemed to have seriously worked on the important 
asset that they were gradually acquiring, ie” customer list. In fact, in order to 
further exploit selling chances, DRTV marketers should set up computer system to 
maintain the data base of their customers. They might find that follow-up sales 
activities such as mail order catalogue would bring to them high responses for these 
people were likely to have greater propensity to buy direct. 
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launching of Cable TV 
With the launching of cable TV, DRTV marketers will be able to carry on 
their business in more segmented TV channels with greater selectivity of potential 
customers while being charged at a lower cost. Hence, the launching of cable TV 
will benefit DRTV marketers. Yet the actual outcome will mostly depend on how 
popular cable TV will become. In fact, with the current TV watching habits among 
the public, cable TV really needs vigorous promotional effort to induce people to 
subscribe their channels. From some informal discussion with friends and colleagues, 
the writers have an impression that some people are very much used to the habit of 
watching the existing free broadcasting channels. Actually, some of them having 
access to Star TV said that they seldom watched Star TV and would prefer watching 




Though there are some roadblocks in the course of development of DRTV 
advertising in Hong Kong, the writers believe that it can still be nourished and 
developed well because of the favourable economic and societal factors discussed 
above which are advantageous to its development in Hong Kong. 
Based on the exploratory research conducted, the writers recommended in 
the following sections some marketing strategies which may be helpful for the long-
term development and success of DRTV advertising in the marketplace. 
7.1 Strategies Recommended to D^TV Marketers on : 
7.1.1 Product Selection 
Television has an visual impact far greater than other mass media such as 
newspaper and radio, and it has great intimacy within the home. Therefore, it is a 
good channel for new product introduction to impress consumers. 
To solicit an immediate response from consumers, the products promoted 
must have some special features which outstand the products from the trivial 
commodities. It may either be totally new in concept or be unique in product 
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features. 
The product types may be of great varieties, say from personal care products 
to
 household items. For personal products, the marketers and the advertisers have 
to pay attention to the Television Advertising Standards - code of Practice 2 issued 
by the Broadcasting Authority. The regulation on the types of unacceptable products 
and services, and restriction on the time of broadcast and frequency cannot be 
violated. For household items, the products can be of practical use or for decorative 
purpose. 
Since the air time charged by general broadcasting stations is so expensive, 
some products are suggested not to be promoted through DRTV advertising. 
Products of advanced technology and complicated features need longer time for 
explanation and personal testing is also needed. Hence, it is not likely that an 
immediate order can be solicited right after a short presentation on this type of 
product. Other items such as clothing and shoes are also not suitable as fittings for 
size and style are commonly needed before a buying decision is made. 
7.1.2 Pricing 
To adopt whether a premium or discount pricing policy mainly depends on 
the products sold. If it is a new product or it has some unique features, premium 
price can be applied. But if the product is available elsewhere or easily be substituted 
by other "me-too" products, the marketers may then consider average market price 
or discount price. Yet it is worthnoting that because home delivery service is 
provided, most consumers are willing to pay at average market price. However, 
since DRTV advertising is still new in Hong Kong and has not yet gained its foothold 
in the market, it is advisable to employ discount pricing serving an economic 
incentive for consumers to try this new purchase channel. 
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Most important of all, if consumers obtain benefits or perceived value from 
the products purchased, they will then think the price being paid off. 
7.1.3 Delivery 
As implied in the definition of DRTV advertising, an immediate response is 
tempted from the consumer during or right after the broadcast of the advertisement. 
Inevitably, a number of such purchase decisions are impulsive. These consumers 
would like to receive the goods as early as possible. Therefore, prompt delivery 
should be expedited, preferably within 3-5 days after order reconfirmation. 
The point of delivery should be subject to the discretion of the buyers. It 
may be the home or office of the buyer, wherever is convenient to him or her. To 
encourage gift presentation, delivery to the recipients of gift should also be made 
possible. 
7.1.4 After-Sale Services 
The marketers should offer warranty of one to two years for electrical 
appliances and audio-video equipments. Besides, they should also establish a clear 
and standard policy of refund, exchange or replacement, attached with reasonable 
terms and conditions, if any. For instance, if the product is found to be defective or 
non-functioning within 7 days after receipt of the merchandize, the buyer will have 
a new replacement of the same product. By the time if stock is not available, the 
buyer can exchange for other item or request for refund. 
These after-sale service would help assure consumers，confidence in the 
company and the products purchased. It would encourage more potential consumers 
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to purchase through this channel as the consumers' risks are reduced. 
7.1.5 Presentation Format of DRTV Commercials 
As reflected from the focus group interview, quite a number of interviewees 
found that existing presentation forms were not satisfactory and improvement could 
be made. 
The writers suggest not to promote too many products in one advertising 
magazine. It is optimum to introduce 5-6 products at a time, Besides, the talents 
should not speak too fast which may create unnecessary tension on audience. Rather, 
they should speak in a moderate speed so that the audience can listen to the product 
presentation clearly and in a more relaxed atmosphere. 
Over-sell and exaggerated approaches are discouraged. Since television has 
a great visual impact, a product may look better on screen than it is in reality. If 
consumers order a product because they are being appealed by its appearance on the 
screen, great frustration or disappointment may be resulted when they receive the 
physical goods which are below their expectation. This will discourage the 
consumers to order again in the future. 
As consumers are also rational decision maker, they are not convinced of 
exaggerated statements such as substantial price discount of 70 - 80% off and limited 
stock of 30 pieces of necklace. It is advisable to take a pragmatic presentation. 
The forms of presentation can be more creative and diversified. At present, 
it is just a narration given by the talents. It can imitate daily life situation and create 
a dramatic effect. Or it can be presented as informercial. 
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At the end of the commercial, it is good to give a summary of all the 
products marketed during that commercial so as to recall and refresh the memory of 
the audience. 
Currently, almost all DRTV advertisements focus on the products only. For 
new players in the industry, it would be worthwhile to give a brief presentation of the 
company itself and the service rendered in order to promote the company image. 
This may help consumers to build confidence in the company and later loyalty 
towards it. 
7.1.6 Customer Base Management 
All the information of the buyers should be kept in full record and reserved 
for future use. The customers can be analyzed and classified according to 
demographic data or products of interests. Customer base management through 
computerization makes future updating and analysis much easier. 
The writers suggest the marketers to send a thank-you letter to their 
customers for their first purchase through DRTV advertising and inform them that the 
company will mail them other product information in the future. 
7.1.7 Exploiting Opportunities Provided by Cable TV 
Cable TV will be available in Hong Kong soon. Though the subscription 
fee, programme offered, air time charges and other details are not known yet, the 
writers believe that cable TV offers another channel for DRTV marketers. In the 
United States, cable network offers cheaper advertisement rates and homogenous 
audience base. Direct response cable advertising is quite successful in the States. 
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Therefore, the writers project that DRTV marketers will obtain similar benefits from 
cable TV. But the TV watching habits of Hong Kong people may limit the success 
of DRTV advertising on cable. Traditionally and presently, a rather large proportion 
of audience watch TVB specifically Jade channel. Just a matter of habit, most people 
turn on Jade Channel, no matter the programme broadcast is good or bad. Therefore, 
there is a big contrast in gross rating point between TVB and ATV. The former has 
a much larger audience base than the latter. 
Most Hong Kong families take a wait-and-see attitude towards cable TV. 
They will make a decision on subscription when subscription fee, programme offered 
and word-of-mouth are available. 
DRTV marketers are suggested to observe closely the development of cable 
TV and make full use of its advantages offered. Maybe home shopping channel will 
be available from cable TV. The marketers may consider to partition part of the 
advertisement fund in cable network. 
7.1.8 Role of DRTV Advertising in the Total Marketing Mix 
As discussed in section 7.1.6, if DRTV marketers can make a good customer 
base management, they can then integrate DRTV advertising into other promotional 
system such as direct mail and catalogue sales. It helps to cultivate the old customers 
to become frequent and habitual direct marketing buyers. 
DRTV advertising can also be used as a test ground for new product 
promotion. After the advertisement is launched, evaluation and assessment on the 
effectiveness of the programme will be made. If the sales response of the new 
product from DRTV advertising is good, the marketers can then expand the 
promotion of that product into other areas. Again, direct mail and catalogue sales can 
55 
be the other promotional media. 
17 Need for DRTV Practitioners to Develop 
DRTV Advertising as an Industry 
As discussed above, the relatively low acceptance of DRTV advertising at 
present stage is partly due to the short-sightedness of the marketers. They do not 
consider DRTV advertising as a marketing tool for long-term business development. 
Rather, they use it as a shortcut for quick and easy money. 
DRTV marketers may consider to join the Hong Kong Direct Marketing 
Association. It would be good if they can establish a set of code of ethics and 
practices among themselves. Just like the Hong Kong Medical Society, it gives the 
general public a professional image. If the practitioner violates the general principle 
or code of ethics, the Association may reserve the right to terminate its membership. 
Consumers will then have greater confidence in the company who is a member of the 
Association. 
Moreover, the Association is advised to take a proactive approach in 
cooperating with the Consumer Council. These two bodies can work closely to 
develop some measures to protect consumers' interests in order to gain their 
confidence. 
DRTV practitioners or the Association should consider to set up a Consumer 
Hotline to entertain consumers' queries and complaints about direct marketing 
activities. Any enquiry should be handled properly and promptly which gives the 
consumers an impression that their interests are valued. 
Most important of all, DRTV marketers should be self-disciplined. Any 
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malpractice would certainly hamper the future development and long-term success of 
DRTV advertising in Hong Kong. 
l.?i Government Legislation 
From the literature review, the writers found that direct marketing is well-
established and successful in the Untied States. Residents of the U.S. are quite open 
and receptive towards direct response marketing systems. Geographical and societal 
factors, and well-developed Consumer Protection Provision all play an important role 
in the success of direct marketing in the United States. 
Though in Hong Kong the concept of direct marketing is not so mature and 
sophisticated among DM practitioners and consumers, the government may consider 
to formulate legislation to protect the interests of consumers regarding direct 
marketing activities. For instance, a cooling-off period, say 3 - 5 days is set up. 
Consumers have the right to cancel order within this period after a buying decision 
is made. 
If the consumers' interests are well protected by the legislation, certainly it 
will boost the confidence of consumers in direct marketing activities. 
Apparently, such protective measures will increase the costs on direct 
marketers. Indeed, it is a trade-off between short-term gain and long-term growth. 
If direct marketers consider DRTV advertising being a tool for long-term business 
development, it is worthwhile to make some investment in order to gain the support 




Hong Kong is a dynamic and an energetic city. It offers good business 
opportunities for the growth of commercial enterprises. New products or new 
business can be well developed with success, provided that an appropriate marketing 
strategy is formulated and implemented. 
DRTV advertising has a short history in Hong Kong. It has experienced a 
booming session since late 1991 and a recent downturn within 2 years' time. It is 
inconclusive that DRTV advertising cannot be developed in Hong Kong. 
Even though there are some obstacles or constraints for the development of 
DRTV advertising, the writers are not too pessimistic about its future development. 
Indeed, the local economy offers a good hatching place for the nourishment and 
growth of DRTV advertising. The infrastructures are well-established, which 
facilitate efficient communication and transportation. Besides, the youngsters and the 
new generation are more receptive and curious towards new things. As long as 
DRTV marketers set a clear and long-term objective, and adopt an appropriate 
marketing strategy, DRTV advertising can be developed further in the local economy. 
The recommended strategies given by the writers are not the formula for 
success. There is no guarantee at all. The writers would just like to share their 
opinions after an exploratory research was conducted. Hopefully, the suggested ideas 
would be of some use to DRTV practitioners. 
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APPENDIX 1 
ATV Home Channel Rate Card 4 
Time Zone Definition 
S I SAT-SUN 
^ ― — = Station opens 
^ t 0 0 6 : 5 5 
M -








ATV Home Channel Rate Card 4 
Basic Spot Announcement Rate 
I Time Zone Duration of R a 總 、 F 2 U ^ Advertisement (sec) (HK3>) 
I C7 30 18,240 
18:55-23:05 20 1|,590 
薩 视 巧 ； 
C6 30 12,670 
18:55-23:05 20 ^ ^ 
SAT-SUN 15 1^240 
10 6,340 
c 5 30 9,830 
23:10-24:40 20 
MON-FRI 15 6,390 
10 4,920 
C4 
16:05-18:50 30 5,470 
MON-FRI; 20 4,380 
23:10-23:55 15 560 
SAT-SUN 10 ^740 
C3 
13:00-16:00 30 
24:45-25:30 20 2,680 
I MON-FRI; 




I public holidays, 
MON-FRI -
C 2 30 1,610 
07:00-12:55 20 I >290 
MON-FRI 15 丄 ， 0 5 0 
except public holidays ^12 
Cl 30 1,480 
station opens - 06:55 20 1，180 
25:35 - closing 15 9 6 0 
MON-SUN 10 7 4 0 
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APPENDIX 1 
TVB Jade Channel Rate Card 28 
Time Class Table 
MON-FRI SAT-SUN 
Station opens J1 J 1 Station opens 
to 06:50 t 0 0 6 : 5 0 — — — 
07:00-12:20 J2 J2 07:00-12:20 
12:30-14:35 J3 J3 12:30 -14:35 
14:45-17:35 J2 J2 14:45-16:20 
J4 16:30—18:45 
17:45-18:45 J5 





25:25-26:05 J2 ^ 24:45-26:05 
26:15 to 2 6 : 1 5 1 0 
station closing J1 J 1 station closing 
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APPENDIX 1 
TVB Jade Channel Rate Card 28 
Basic Spot Announcement Rate 
Time Class " Dujation of R a ^ ^ ! F2 
I Advertisement (sec� （HK3>) 
120 266,720 
J 7 60 133,360 
18:55-22:55 30 680 




" 120 221,960 
J 6 60 110,980 
18:55-22:20 30 490 
SAT-SUN 20 42,480 
b A L ^ 15 33,980 
10 26,550 
I 120 138,560 
J 5 60 69,280 
17:45-18:45 30 ^4,640 
23:05-23:55 20 510 
MON-FRI 15 。，⑶ 
I 10 16,570 
I 120 91,760 
J 4 60 45,880 
16:30-18:45 30 22,940 
22:30-23:20 20 
SAT-SUN 15 14,050 
b A 1 漏 io 10.980 
12:3044:35 120 ^2,720 
MON-SUN; 60 21,360 
24:05-25:15 30 10^80 
！ MON-FRI; 20 ^,810 




MON-SUN; 30 8,920 
14:45-17:35 20 6,830 
25:25-26:05 15 ^,470 




P j i 60 9,240 
station opens - 06:50 30 ^,960 
26:15 _ station closing 20 
MON-SUN 15 3,650 
10 2,860 
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